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a Rough Proofs 


A well-known syndicate writer, 
who uses “fortuitous” frequently, 
seems to think it has something to 
do with fortitude. Some of his kind 
friends should furnish him with a 
dictionary. 


+ = F 


Another high-priced syndicate fea- 
ture-writer turned up with the 
phrase “suspicionings of the sub- 
merged.” And he gets paid some- 
thing like a dollar a word for his 
stuff, too. 


» + 


If writers of advertising got by as 
easily as some of the unedited news- 
paper and magazine stars do, the 
consumption of blue-pencils would 
decrease at an alarming rate. So 
thank heaven for blue-pencils. 


7 ? F 


Now that Lucky Strikes have gone 
into the fear copy division with the 
startling question, “Do you innale?” 
some of the more timorous souls are 
going to be afraid to breathe. 
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A New York movie house adver- 
tises one of its pictures in these 
touching phrases: 

“He promised her a pent-house, but 
she found herself in two furnished 
rooms with a baby.” 

Well, that’s a lot better than one 
furnished room and two babies, any- 
way. 

7 wv F 


Newspaper editors are threatening 
to refuse to purchase features which 
are used in advertising. But if the 
advertisers use them, the editors can 
buy them with the assurance that 
they must be good. 


7’ VF 


Magazine editors have no such in- 
hibitions. McClelland Barclay didn’t 
really get going as a cover artist 
until the public got all steamed up 
over his “bodies by Fisher.” 


= = © 


The Federal Trade Commission 
has decided that Havana cigars here- 
after must be made of Cuban tobacco 
exclusively. Are the great common 
people to have all of their illusions 
destroyed? 


e FF 


You can get a refund by turning in 
your empty Canada Dry bottles, the 
advertiser announces. Now if the 
bootleggers will agree to be equally 
reasonable, the price of high-balls 
can be substantially reduced. 


7, VF 


A vice-president of a well-known 
New York financial house retired 
May 1 “to indulge his fondness for 
traveling, golf and hunting.” And 
H. M. suggests that the next time an 
advertising executive resigns, it 
should be explained that it is to in- 
dulge his fondness for stamp-collect- 
ing, South American exploration and 
study of the Coptic hieroglyphs. 
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The penny pound can is being ad- 
vertised to popularity in Cincinnati 
as one painless method of helping 
the unemployed. That’s the best 
scheme of stabilizing the pound 
that’s been developed yet. 


7 Vv 


“Change your spark plugs” is a 
good slogan in the automobile busi- 
ness. Wonder if it wouldn’t be an 
even better one in the advertising 
business? Copy Cus. 


Chicago Merger Forms $9,000,000 Agency 


PACKERS DENIED 
RIGHT TO ENTER 
GROCERY FIELD 


Supreme: Court Restores 
Restrictions 


Washington, D. C., May 6.—Re- 
versing a lower court, the Supreme 
Court of the United States ruled 
May 2 that the packers’ consent de- 
cree of 1920 may not be modified to 
allow the packers to engage in the 
wholesale grocery business. 


In the lower court, Swift & Com- 
pany and Armour & Company sought 
removal of many restrictions, only 
that against their handling of gro- 
ceries at wholesale being granted. 


In their plea to the lower court, 
the two packers asked that they be 
permitted (1) to own and operate 
retail meat markets; (2) to own 
stock in stockyard companies and 
terminal railroads; (3) to manufac- 
ture, sell and deal in the 144 arti- 
cles specified in paragraph fourth of 
the decree, which for convenience 
are spoken of as “groceries”; (4) 
to use or permit others to use their 
distributive facilities in handling 
such commodities. 


Deny Changed Conditions 


The Supreme Court of the District 
of Columbia based its decision on 
changed conditions in the food indus- 
try. The showing of changed condi- 
tions, the higher court held, was not 
sufficient to justify relaxation of the 
prohibitions of the consent decree. 


The charge which formed the 
basis for this decree was that by 
concerted action, the defendants had 
succeeded in suppressing competi- 
tition both in the purchase of live- 
stock and in the sale of dressed 
meats, and were “even spreading 
their monopoly into other fields of 
trade,” the court recalled. 

“The defendants, controlled by ex- 
perienced business men, renounced 
the privilege of trading in gro- 
ceries,” the decision continued. 

“Two reasons, and only two, were 
stated. The first was that through 
ownership of refrigerator cars and 
branch houses and other facilities 
the defendants were in a position 
to distribute substitute foods and 
other unrelated commodities with 
substantially no increase of over- 
head. 

“They are equally in that position 
now. Their capacity to make such 
distribution cheaply by reason of ex- 
isting facilities is one of the chief 
reasons why the sale of groceries 
has been permitted by the modified 
decree, in the face of the fact that it 
is also one of the chief reasons why 
the decree as originally entered took 
the privilege away. 

“The second reason stated is the 
practice of fixing prices for gro- 
ceries so low over temporary periods 
of time as to eliminate competition 
by rivals less favorably situated. 

“Whether the defendants would 
resume that practice if they were to 
deal in groceries again, we do not 
know. They would certainly have 
the temptation to resume it, with 
low overhead and their gigantic size.” 


to provide a creative service for out- 
door advertisers, died here this week 
at the age of 76. 

Starting as an apprentice in the 
Chicago sign shop of Tripp & Com- 
pany at the age of 13, Mr. Gunning 
struck out for himself at 18 as a 
traveling sign painter, taking con- 
tracts in turn from Hammond’s 
Wizard Oil, Peruna, Mail Pouch, Bull 
Durham and other famous adver- 
tisers of that day and this. 

He established the Gunning Sys- 
tem in Chicago in the early 70’s, 
expanding steadily until before the 
end of the century he controlled a 
country-wide painted bulletin service 
through branches and affiliates. 


Demonstrated Too Well 


By an ironic twist of fate, his suc- 
cess in demonstrating the power of 
outdoor advertising to the parent 
companies of the American Tobacco 
Company forced him to leave adver- 
tising in 1909. The tobacco com- 
pany, desiring to dominate the out- 
door medium, a popular idea in those 
days, offered him its business, pro- 
viding he would accept no other to- 
bacco account. 

Mr. Gunning refused to desert 
competitive accounts that had sup- 
ported him for years, and still stuck 
to his guns when the plum went to 
his principal competitor, the Thomas 
Cusack Company. which immediately 
offered to buy him out. 

After a year of disastrous com- 
petition, he sold for a third of the 


(Continued on Page 10) 


R.J.Gunning, Called 
Father of Outdoor 
Advertising, Dead 


Chicago, May 5.—Robert J. Gunning, said to be the originator of out- 
door advertising as it is now known, by virtue of being the first to lease 
wall surfaces for re-sale to advertisers, to erect an outdoor structure and 


WOULD ADVANCE 
2ND CLASS RATE 


Washington, D. C., May 6.—The 
Senate Finance Committee not only 
accepted the three-cent rate on first 
class mail provided by the House, 
but added another $5,000,000 to the 
burden advertising must bear by ad- 
vancing rates on second-class mail. 
It rejected exemption of local mail 
recommended by Postmaster General 
Brown. 

The committee revised its tax on 
telegrams and radio and cable mes- 
sages, but left the schedule on tele- 
phone messages unchanged. It pro- 
vided a tax of 5 per cent of the price 
charged for all telegrams and a 10- 
cent flat charge on all radio and 
cable messages. 

The tax on chewing gum was re- 
duced from 5 to 3 per cent of the 
selling price. It adopted the House 
rate of two cents a gallon on car- 
bonated water. 

The second-class rate recommended 
is about that of 1921. It amounts 
to 1% cents per pound on reading 
matter, with the following schedule 
on advertising content: 

Zones 1-2, 2 cents a pound; zone 
3, 3 cents; zone 4, 5 cents; zone 5, 
6 cents; zone 6, 7 cents; zone 7, 9 
cents, and zone 8, 10 cents. 


Trade Convention this week. 


line advertisers, Pure Oil Company 


at the annual meeting yesterday. 


Last Minute News Flashes 


Asks U. S. to Call Tariff Conference 


Honolulu, T. H., May 6.—Demand that the United States call an inter- 
national tariff conference of business men was expressed by R. B. Wilcox, 
president, Wilcox-Hayes Co., Portland, Ore., before the National Foreign 


Pure Oil Joins Big Petroleum Parade 
Chicago, May 6.—Emphasizing the intense activity among oil and gaso- 


released a newspaper schedule this 


week through Freitag Advertising Agency. 


Contributions for Advertising Deductible 


Dallas, Tex., May 6.—Industrial Dallas, Inc., has been advised by the 
Department of Internal Revenue that subscriptions to the advertising fund 
are deductible from individual federal income tax returns. 


Plan Big Campaign on “Phantom Kotex” 


Chicago, May 6.—The Kotex Company will use 448 newspapers in 338 
cities on “Phantom Kotex,” its improved product, starting June 1. 


Gasoline Industry Throws Profits Away 
Chicago, May 6.—Though consumption of gasoline was almost normal 
in 1931, senseless price-cutting made it almost impossible to make satis- 
factory profits, E. G. Seubert, president of Standard Oil of Indiana, said 


JOHN P. ROCHE 
PRESIDENT OF 
ORGANIZATION 


Roche, Williams & Cunnyngham 
New Name 


Chicago, May 6.—Consolidation of 
Roche Advertising Company with 
Williams & Cunnyngham as Roche, 


John P. Roche, president of Roche, 
Williams & Cunnyngham 


Williams & Cunnyngham was an- 
nounced this week. The new agency 
will have an annual billing of 
$9,000,000. 

John Pierre Roche, president of 
Roche Advertising Company, is 
president of the new organization; 
Lloyd Maxwell, president of Wil- 
liams & Cunnyngham, first vice- 
president; and Guy C. Pierce, chair- 
man of the board of Williams & 
Cunnyngham, executive vice-presi- 
dent. 

Until about June 1, the business 
will be conducted from the present 
offices of the two agencies. At that 
time they will be consolidated at 310 
S. Michigan Avenue, the building 
hitherto occupied by the Roche Ad- 
vertising Company. 

The entire fifth floor of 310 S. 
Michigan Avenue has been reserved 
by Roche, Williams & Cunnyngham. 

Other officers are Gerald Page- 
Wood, Stewart Weston and Harry 


S. Bishop, vice-presidents; M. F. 
Williamson, secretary, and D. J. 
Kelly, treasurer. Mr. Pierce con- 


tinues in charge of the Philadelphia 
office and Mr. Bishop in charge of 
Buffalo. 


Started Own Agency 


Mr. Roche entered advertising in 
1910 with the McJunkin Advertising 
Co., advancing along the creative 
side of agency work. While there 
he directed the advertising of Pills- 
bury flour, Paris garters, Pluto 
Water and other successés, quickly 
gaining recognition for the ability 
to capitalize interest in news in his 
advertisements. 

He severed this connection six 
years ago to found his own agency, 
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ADVERTISING AGE 


May 7, 1932 


the other officers being Mr. William- 
son, who accompanied him from 
McJunkin Advertising Co., and Mr. 
Weston, who came from Erwin, 
Wasey & Co. The agency secured 
several important accounts the first 
year, of which Studebaker was one. 

Conspicuous among the agency’s 
successes are the Free Wheeling ad- 
vertising for Studebaker, the current 
Rockne Six campaign, and_ the 
“Hushed Heat” copy for Williams 
Oil-O-Matic. Other important ac- 
counts handled include Bowman 
Dairy, Diamond T trucks, Gulbran- 
sen musical instruments, Nehi bev- 
erages, Pierce-Arrow motor cars and 
Osborn gloves. 

Williams & Cunnyngham' was 
founded 30 years ago by H. P. Wil- 
liams and Victor L. Cunnyngham. 
Mr. Cunnyngham died in 1921. 

Mr. Williams was a forward-look 
ing pioneer who led in the movement 
to make advertisements dramatic in- 
stead of merely factual. Mr. Wil- 
liams was chairman of the board 
when he died in 1928. Shortly after 
that time, Guy C. Pierce was given 
that office. Mr. Pierce joined Wil- 
liams & Cunnyngham in 1918 after 
many years as a publication repre- 
sentative. 

Mr. Maxwell became president of 
Williams & Cunnyngham in 1925, 
coming from Erwin, Wasey & Co., 
Chicago, where he was vice-presi- 


OTHER FIGURES IN CHICAGO AGENCY MERGER 


1 


Lloyd Maxwell, first vice-president, and Guy C. Pierce, executive 


vice-president of Roche, Williams & Cunnyngham. 


dent. In that role, he directed such 
advertising successes as A C Spark 


Plugs, Oakland Motor Cars, Mirro 
Aluminum Goods, Alemite and 
others. 


Among accounts of Williams & 
Cunnyngham are American Face 


Brick Association, Bendix Products, 
College Inn foods, Old Dutch 
cleanser, Hump hairpins, Lee tires, 
Grove’s Bromo-Quinine, Sterling 
clocks, Sun Oil Company, Timken 
axles and Chicago, Milwaukee, St. 
Paul & Pacific Railroad. 


Roche, Williams & Cunnyngham 
will have an organization of over 
100, including such well known ad- 
vertising men as Lewis M. Williams, 
Cc. B. Engstrom, Hugh A. Reading, 
George S. Lyman, L. T. Piper, Mor- 
row Krum, Michael Fielding, Robert 
H. Stracke, Duke Hutchinson, Arthur 
Heiberg, J. B. Campbell and J. H. 
Sheldon. 

Other familiar names in the list 
are John Hayes Kelly, R. A. Samp- 
son, F. H. Hakewill, William H. 
Savin, Louis K. Manley, E. C. O’Don- 
nell, Jules Gerding, Ronald N. Inglis, 
C. Henry Mason, H. J. Detterich, 
R. Q. Murphy and A. Garwood. 

Others of importance who will sail 
under the new flag are J. V. Gilmour, 
Franklin S. Owen, F. W. Thurnau, 
B. F. Abeling, Bradley P. Williams, 
Vernon D. Beatty, E. S. Gifford, 
James M. Woodman, Ethel May 
Pierce, Edith Ellsworth, Raymond 
Seng and Byron Corcoran. 


Will Trade Fords 


Ford Motor Co. of Canada, Ltd., 
will manufacture V-8 cars for Britain 
and receive baby Fords from Eng- 
land, if present plans are carried out. 


Gets Pritchard Account 

J. P. Muller & Co., New York, have 
been appointed by E. Pritchard, Inc., 
Bridgeton, N. J., Pride of the Farm 
tomato catsup. 


“MY HUSBAND 
HAS A GOOD JOB ana we 


own our home, so we haven’t worried as much as many 
people have. There are four of us, two little girls, my hus- 
band and myself. I like True Story very much; I don’t lend 
my copy of the magazine. I don’t know anything that I 
don’t like about the magazine. I find the styles the most 
interesting part of the Home Making material and I think 
more style ideas would be a good feature.”’ Case 256. 


““My husband has a good job.” She still buys True Story 
regularly on the newsstand. She has money to spend. 
The housewife quoted above at the right begins her 
statement—“My husband has been laid off.” She does 
not buy True Story on the newsstand any more — “we 


cannot afford it.” 


But three other magazines still come to this home by 
subscription! ““They were paid for ahead of time!” 


“MY HUSBAND 
HAS BEEN LAID OFF an 


my son works only three days a month. My husband used 
to buy True Story for me but he hasn’t for the last six 
months, because we cannot afford it. We get ‘- - - - - -’ 


escone« G08 the aac ced ° by subscription. These were 


paid for ahead of time. We have not taken any other maga- 
zine in place of ‘True Story’. Once in a while I borrow one 
of those mystery magazines.” Case 122. 


COMPARE THESE Two FAMILIES 
FROM A SALES VIEWPOINT! 


The housewife quoted above prefaced her statement— 


prospects for your merchandise one or two years ago are 


applicants for charity today. 


Newsstand circulation is the only circulation you can 
buy which carries the guarantee of buying power and 
willingness to spend. Any woman who walks voluntarily 
to the newsstand, money in hand, is mutely testifying 
regarding her economic condition and state of mind. She 


has money—and she is spending. 


Read the True Story Keenan Newsstand Investiga- 


In True Story you get none of these “paid for ahead of 
time” families. True Story families buy the magazine at 
newsstands at the time they want it—at the time they 
have money to spend—at the time they are willing to buy. 

The value of your advertisement in subscription mag- 
azines is questionable because it certainly stands to rea- 
son that some part of these subscribers paid for the pub- 
lication “ahead of time.” Since that time unemployment 
or a fear of unemployment may have eliminated these 
families from all possibility of purchasing the merchandise 
you are selling. 

You do not know how many “ahead of time” sub- 
scribers you are buying in subscription magazines. But 
you do know that some subscription families who were 


tion. Study the tables which show that 98% of the fam- 
ilies now buying True Story regularly are gainfully em- 
ployed—and that 83% of the families who quit buying 
True Story at newsstands are out of work and have no 
money. Read the case studies of every interview, two of 
which appear on this page. It is on the basis of this 
study and of common sense that we say—newsstand sale 
selects only those families with money and a willingness 
to spend. 

Sales are the only barometer of the success of your ad- 
vertising. Your barometer of sales will rise as you buy 
more newsstand circulation—it will fall as your ‘‘ahead 
of time” subscribers creep deeper and deeper into your 
magazine list. 


* * * 


NEWSSTAND SALE RECHECKS THE 
POCKET-BOOK EVERY MONTH 


MOVE TO APPLY 
FACTS ELICITED 
IN DRUG SURVEY 


Demonstration Stores to Be 
Established 


St. Louis, Mo., May 6.—Results of 
the St. Louis drug survey will be 
applied in the retail field by estab- 
lishment of demonstration stores of 
all types, Robert B. Lund, executive 
vice-president and general manager 
of the Lambert Pharmacal Co., an- 
nounced at the closing session of the 
National Drug Survey Conference 
last week. 

Selected stores now in operation 
will be used as demonstration estab- 
lishments. A competent man will be 
employed to direct this work. Col- 
leges of pharmacy will also be en- 
listed to apply the survey results to 
retail stores. This plan will be put 
into execution through the Druggists’ 
Research Bureau. 

Mr. Lund explained that three sur- 
vey reports have been issued, and 
17 will follow—nine this year and 
six during the first half of 1933. 

Few druggists tie up with manu- 
facturers’ ‘advertising: :: campaigns, 
Nelson A. Miller, business specialist 
of the Department of Commerce, told 
the National Drug Store Survey Con- 
ference. One reason, he believes, is 
that most campaigns have no rela- 
tion to selling seasons. 

“While an effort is made by news- 
papers to inform the trade of im- 
portant campaigns about to break,” 
he said, “the greater part of this 
effort fails to register. Retail sell- 
ing effort could be more readily co- 
ordinated if there were definite sea- 
sons for intensified advertising ac- 
tivity on given commodities.” 

Mr. Miller said chain stores usu- 
ally provide store managers with a 
schedule of advertising dates on 
their own controlled brands. 

Discussing the 300,000 lines of 
drug manufacturers’ advertising in 
St. Louis newspapers each month, 
Mr. Miller referred to its “in and 
out” character. 

“A manufacturer does not adver- 
tise continuously over a long period, 
but attempts an occasional campaign 
lasting a month or two,” he said. 
“This practice seems only slightly 
related to the seasonal character of 
merchandise. 


Basis for Campaigns 


“Principal competitors are likely 
to be found carrying on a campaign 
not concurrently, but one following 
the other. It appears likely that in 
many cases one manufacturer 
launches a campaign because he feels 
compelled to meet effort by his com- 
petitor.” 

Discussing retail advertising, he 
said one chain lists manufacturers’ 
brands in 74.3 per cent of the cases; 
another, 72.0 per cent. 

The new “pine-board” stores, on 
the other hand, place 90 per cent of 
their advertising on manufacturers’ 
brands, which receive 92 per cent of 
the preferred positions. The pine- 
board unit mentions 102 items in 
the average advertisement, against 
77 and 73 for the two national 
chains. 

B. B. Aiken discussed price-cutting 
and said the slash is usually larger 
on the 50-cent size than any other. 
A low price for the 25-cent size is 
19 cents, while the 50-cent size is 
frequently cut to 29 cents. 


Record for “Redbook” 


Standard Sound Recording Corp., 
New York, is producing 26 15-minute 
electrical transcriptions for Redbook 
Magazine. Redbook authors pro- 
vided the sketches. 


Hill Joins Careckt 


W. W. Hill, formerly with Sey- 
mour-Hill, Ine., and Wide World 
Photos, New York, has joined the 
Careckt Photo Craft Studio, New 


York. 
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HORMEL TESTS 
NEW ANGLES IN 
SOUP SAMPLING 


Minneapolis, Minn., May 6.—One of 
the most exhaustive sampling cam- 
paigns on record is being waged for 
George A. Hormel & Company’s new 
canned vegetable soup by the Minne- 
apolis office of Batten, Barton, Dur- 
stine & Osborn. 

The campaign will run for nine 
months, a different procedure being 
used in almost every city. Newspa- 
pers and radio are being utilized in 
most cases. 

The campaign is built around the 
personality of Jean L. Vernet, the 
French chef who produced the flavor- 
sealed soup made up of 15 different 
kinds of vegetables cooked in a beef 
broth base. 

The new Hormel soup is not di- 
luted, but served as it comes from the 
can. The 20-ounce can retails for 15 
cents, somewhat higher than the 
price of other concentrated soups. 

In Des Moines, 23,900 trial coupons 
were mailed to telephone subscribers, 
each being redeemable for a can of 
soup at the nearest grocery. 

A questionnaire, mailed to the 60 
per cent who availed themselves of 
the offer, indicated that 78.3 per cent 
liked it better than other brands. 
To the inquiry, “Do your children 
like vegetables this way?” 97 per 
cent responded in the affirmative. 

In Milwaukee, 88,784 coupons were 
mailed. Of those who sampled the 
soup, 72 per cent subsequently made 
purchases. 


Invitations for Suburb 


The coupon method was not re- 
garded suitable for Evanston, exclu- 
sive suburb of Chicago, and a hand- 
some invitation was mailed, house- 
wives being invited to exchange it 
for a can of soup merely by hand- 
ing the card to the grocery boy. 

Another variation was used in 
Minneapolis, the company agreeing 
to return double the price of a can 
to any purchaser “who did not think 
it the most delicious vegetable soup 
she had ever bought.” Of 14,104 
women who purchased, only three 
asked for their money back. 

In Owatonna, Minn., a newspaper 
advertisement included a coupon 
valued at 7 cents. At Rochester, 
Minn., a house-to-house canvas was 
tried. It got results, but was re- 
garded as too expensive. 

In Mankato, Minn., newspaper copy 
offered a free can with every pur- 
chase of a can. In St. Cloud, Minn., 
the “money back” offer was used. 
In St. Paul, the offer was repeated, 
and other innovations were used in 
Los Angeles, San Francisco and Se- 
attle. 

Appeals, as well as methods, were 
varied. One sampling offer was 
signed by Chef Vernet. Another, over 
the name of the company, made a 
straightforward explanation of the 
problem involved. 

Trade angles received attention. 
One coupon carried a line to grocers: 
“Save this coupon. The Hormel 
salesman will call to redeem it.” In 
other cases, the grocer was told to 
present the coupon to his wholesaler 
for credit. 


Brown Gets Bullion 


Harry Bullion, with the Detroit 
Free Press 23 years, the past 15 as 
sporting editor, has become an ac- 
count executive with W. M. Brown 
Advertising Agency, Detroit. 


Title for Eastman 


R. O. Eastman has been elected 
chairman of the board, A. C. Nielsen 
Co., marketing engineers of Chicago. 
He will retain his other connections 
and his own New York office. 


John Herbert’s New Work 


John Herbert has left American 
Home to become New England repre- 
sentative of Architectural Forum, 


"SHOCK" ADVERTISING IN SAMPLING CAMPAIGN 


SOUP for BREAKFAST 2 


Phi haw Oo Copy 
May Emphasize 


Twin Speakers 


Philadelphia, Pa., May 6.—A cam- 
paign on twin speakers in higher 
grade Philco radio sets is forecast 
by the announcement of the annual 
sales convention at Atlantic City 
May 19-20. 

Philco engineers are quoted as 
saying the correct way to use two 
loud speakers is to make them do 
for radio what two ears or two eyes 
do for a human being. 

“Wee can hear with one ear and 
we can see with one eye,” said the 
announcement, “but we need two 
ears for depth and fullness of hear- 
ing, and we need two eyes for depth 
and roundness of sight. 

“Twin speakers, properly designed, 
give to radio tone fullness, round- 
ness and relief that are impossible 
with, a single speaker.” 

The account is handled by F. 
Wallis Armstrong Company. 


Kiernan for Books 
Frank Kiernan & Co., New York, 
will handle the advertising of the 
Georgia Press, East River, Conn., a 
new beok publishing organization. 


Paulson with McCrory 


B. J. Paulson, former secretary 
of Klau-Van Pietersom-Dunlap Asso- 
ciates, Milwaukee agency, has joined 
W. L. McCrory, Milwaukee agent. 


McCormick Abroad 


Charles P. McCormick, vice-presi- 
dent of McCormick & Co., Baltimore, 
will sail for a three months’ trip in 
Europe May 7. 


Give Scotties As Prizes 

Goodyear-Wende Co., Buffalo Tex- 
aco distributor, is giving a _ pedi- 
greed Scotty dog as the weekly prize 
in a slogan contest. Addison-Vars, 
Inc., directs the account. 


J. D. Toll Is Dead 


John De Witt Toll, editor of The 
American Fertilizer, died last week 
at his home in East Lansdowne, Pa., 
at the age of 65. 


Gives Cash Discount 


Clinton Carpet Co., Chicago, maker 
of Ozite carpet cushions, has an- 
nounced terms to dealers of 5 per 
cent 15 days, 30 days net. 


Cut Michigan Budget 


Gov. Brucker has signed a bill cut- 
ting the 1932-33 advertising of Mich- 
igan’s recreational advantages from 
$100,000 to $50,000. 


Club Heare Mactadden 


Bernarr Macfadden addressed the 
Cleveland Advertising Club May 4 on 
“Graft, Our National. Menace.” 


Becomes Fortnightly 
Hardware Age, New York, will 
change from a weekly to a fort- 


New York. 


nightly May 12. 


To Advertise Ice Cream 

Borden’s Ice Cream Co., Chicago, 
has appointed Seehof & Hoops, Inc. 
Newspapers and posters will be used. 


TRADE SUFFERS 
JITTERS FROM 
‘INHALE’ COPY 


New York, May 6.—‘“Do you in- 
hale?” 

Sending a tremor through the 
whole tobacco industry with this 
pregnant query, George Washington 
Hill and the American Tobacco Com- 
pany released newspaper schedules 
this week through Lord & Thomas 
and Logan. Magazine copy will be 
given the same dire twist. 

After the fateful question in the 
headline, a sub-head said: “ ‘Why 
bring that up?’—the cigarette trade 
asks!” The copy continued: 

“For years there has been gen- 
erally a striking avoidance of the 
word ‘inhale’ in cigarette advertising. 
Why? Goodness only knows! For 
everybody inhales—knowingly or un- 
knowingly! Every smoker breathes 
in some part of the smoke he or she 
draws out of a cigarette. 

“That’s why it’s all-important to 
be certain that your cigarette smoke 


is pure and clean—to be sure that 
you don’t inhale certain impurities. 

“Lucky Strike has dared to raise 
this vital question—for it has solved 
the problem.” 

After explaining Luckies’ purify- 
ing process, the advertisement ended 
with the admonition: 

“So whether you inhale knowingly 
or unknowingly —safeguard your 
delicate membranes!” 

The copy was tested in New York 
before being released to the prov- 
inces. 

Magazine and radio schedules are 
continued. 


Trek to Omaha 


About 50 members of the Des 
Moines Advertising Club journeyed 
to Omaha April 27, returning a visit 
made last fall by the Omaha Adver- 
tising Club. 


Book-Cadillac Changes 


Ruthrauff & Ryan, New York, have 
been appointed to handle the adver- 
tising of Book-Cadillac Hotel, De- 
troit. 


Bureau for Pittsburgh 

Largely as the result of work of 
the Pittsburgh Advertising Club, a 
Better Business Bureau has been es- 
tablished at 520 Investment Bldg. 


tion, 1,316,418, recent A. 


' 


in the high profit market 


profits are highest. 


Tower Income $2519— 
Is Above U. S. Average 


good living. 


919 N. Michigan Ave., Chicago, Il. 


BE iE nt 


the question was asked: 


Tower Circulation 100% in 
1204 Tested Key Markets 


Every copy of Tower Magazines is sold 


are 67% of the worthwhile department 
stores, a powerful concentration of cir- 
culation around those principal dealer 
outlets where sales costs are lowest; 


The Starch Survey estimates the Tower 
readers’ depression era income (when 
the dollar has a vastly increased buying 
power) as $2519—above the United 


* 296 women, out of 1057 Tower readers personally inter- 
viewed, said they wanted to buy an electric refrigerator neczt. 


"TOWER MAGAZINE 
READERS Want To | 
Bay ELECTRIC 
_ REFRIGERATORS — 


NEXT: 


es 
goes 


a 
— 


J 


B. C., it becomes: 


centers. Here 


Lmportant to every manu- 
facturer and distributor 
: oa of electric refrigerators. 


the recent survey made by Dr. Starch of Tower Magazines’ circulation 

“What do you want to buy next?” 
percent put electric refrigerators first on the preferred list. If you translate that 
twenty-eight percent into terms of Tower Magazines’ wholly voluntary circula- 


Twenty-eight 


368,596 immediate prospects located in those high profit urban markets where 
electric refrigerators are logically sold. 


States average (Starch Survey—Buying 
Power of the American Family). Tower 
readers want electric refrigerators. 
Tower readers have an 
warrant the purchase. 


income to 


47.6% of Tower Readers 
Own Their Own Homes 


A home circulation! The Starch Survey 
shows that 47.6% of Tower readers own 
their own homes; 52.4% rent homes 
and 99.1% of those homes are wired for 


want them! 


The home wanting to buy an electric refrigerator wants 
to buy the best in food products, modern household equip- 
ment and furnishing, an automobile, personal niceties, 
Tower rates 1/5 of a cent per family. 


TOWER MAGAZINES Ine. 


55 Fifth Avenue, New York, N. Y. 


electricity. 16.2% already have auto- 
matic refrigerators 
and 28% more 


6777 Hollywood Blvd., Hollywood, Calif. 
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Agreements Not to Advertise 


Here and there one finds groups 
of manufacturers who have agreed 
that they can “save” money with- 
out loss of competitive advantages 
by foregoing advertising. Discussions 
which bring about such an agreement, 
which is understood but of course 
not publicly announced, seem to take 
the viewpoint that advertising can 
be of assistance in getting prefer- 
ence for one brand as against an- 
other, but is of no value in creating 
demand or stimulating the interest 
of consumers in the products of the 


industry. 
It is hard to understand such a 
line of reasoning, however, when 


one contemplates the attacks which 
are constantly being made on the 
consumer's dollar, and the increasing 
competition among industries for a 
part of it. 

Far-seeing business executives like 
to see their competitors’ advertising 
running as well as their own, be- 
cause they realize that good adver- 
tising will build up and maintain an 
interest in and demand for the prod- 
ucts of all those in the line, and thus 
protect the industry as a whole 
against the onslaughts that are 
bound to come from all directions. 

The competitors who tell them- 
selves and each other that they will 
save money by not advertising are 
merely kidding themselves, to use 
the word which expresses the idea 
most exactly. They are assuming 
that demand is a static thing, and 
that they can count upon its con- 
tinuance. 

They are also assuming that noth- 


ing more attractive and more de- 
sirable can possibly be supplied by 
any other industry, and that the con- 
sumer, as such, will stay put until 
they get around to the idea of pas- 
sing along to him through advertis- 
ing such information as he can use 
to develop a further interest in their 
goods. 

The group which adopts the slogan, 
“Quit advertising and save money,” 
is extending an open invitation to 
all other interests to step in and 
capture the markets which they have 
assumed belong to them. 

They are in effect expressing a 
lack of interest in keeping old and 
prospective users informed regarding 
improvements in their products, new 
uses for them, etc., and are sug- 
gesting that there is nothing more to 
be said about them from the stand- 
point of their desirability and use- 
fulness. 

The manufacturers who think they 
are saving money by declining to 
advertise should go a step further 
and agree to save still more money 
by closing sales offices and elimi- 
nating traveling expenses. If it is 
to be assumed that there is simply 
a fixed amount of business in the 
market, waiting to be divided among 
the available sources of supply, then 
creative sales work is not needed 
any more than advertising. 

The fact that this final step has 
not been suggested by any of those 
who have agreed to eliminate adver- 
tising indicates that there is some- 
thing basically wrong with the whole 
idea. 


Window Displays That Show the ' 


Goods 


The trend of thinking with ref-| 
erence to store displays, especially | 


of advertised goods, is definitely to 
feature the product along with the 
display which is intended to remind 
the consumer that here is the place 
where the want created by adver- 
tising may be satisfied. 

Both window displays and counter 
displays are being designed more 
and more with an eye to good dis- 
play of the product as part of the 
display itself. The latter attracts at- 
tention, and focuses it upon the 
goods, so that any impression made 
through the cut-out, counter card or 
display rack will immediately be re- 
flected in action with reference to 
the goods themselves. 

Greater attention to packaging, and 
treatment of the package as a part 
of the display unit, are helping to 


make work of this kind more effec- 
tive. There are those who have 
always insisted that display designs 
have tended to subordinate the goods 
too greatly to the display, but if this 
was so in the past, the mistake is 
rapidly being corrected. 

Improvements in displays which 
are intended tu show the goods have 
been numerous of late. Lithograph- 
ers and others in the creative end 
of display work have given a lot of 
attention to the question of how ef- 
fectively to combine good display, of 
a dramatic and dynamic character, 
with a showing of the product, and 
they seem to have established the 
correct technique in many cases. 

Developments along this line are 
so practical that every advertiser 
whose goods are sold in retail stores 
should be interested. 


Information 
forAdvertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE. 


885. What Is 
ence? 


This Banker Influ- 


This booklet by American Bankers 
Association Journal discusses the in- 
fluence of bankers on advertising 
and advertising campaigns. This is 
not of the long distance variety, 
either, according to a table analyzing 
the make-up of 29 companies. Of 
353 directors, 79 are bankers and 84 
others have banking interests. 


886. Standard Market Data for Day- 
ton, O. 


The Dayton Daily News has issued 
an analysis of business in what has 
been described as the biggest little 
town in the country. Though the 
population of Dayton in 1931 was 
200,982, no less than 89,317 persons 
were gainfully employed, which ac- 
counts in large part for the’ annual 
buying power of the city. Retail 
sales are placed at $118,000,000 an- 
nually. 


$87. Electrical Construction. 


This is one of several new studies 
made by Electrical World. It gives 
comprehensive data on large com- 
mercial and public buildings. Con- 
struction volume between 1920 and 
1931 is shown and compared with 
residential construction. 


368. The Open Road for Boys Mag- 
azine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing ad- 
vertisers superior results. Altogether 
a unique and interesting analysis of 
the boy market—extremely worth 
while sending for. 


379. Cosmetic Preferences of College 
Girls and Women in Small Towns. 


The Household Magazine has an- 
alyzed results of its beauty contest 
for women of small towns. Out of 
3,871 mentions, creams, cleansers, 
astringents, and skin foods led the 
parade with 1,031. Next came soap, 
466; face powder, 398; rouge, 270; 
lotions, 250, and so on down the list. 
Pond’s Extract Company received the 
largest individual mention, 209, the 
ratings of a score of others being 
given. The booklet also indicates 
cosmetic brand preferences of col- 
lege girls, as ascertained by Erwin, 
Wasey & Co. for College Humor, a 
strong similarity in thinking habits 
of the two classes being indicated. 


363. A Fact-Picture of the Food 
Fields. 


This is a revised issue, bringing 
the McGraw-Hill Publishing Com- 
pany’s picture of the food fields up- 
to-date. The conclusion, supported by 
figures, is the same as that of earlier 
editions—that the food industries 
suffer least in times of depression 
and hence are able to finance any 
purchases needed. 


352. Markets by Incomes. 


The title gives the key to this sur- 
vey of Appleton, Wis., typical Amer- 
ican community, by Time. This is 
said to be the most pretentious study 
of buying habits by income classes 
ever made. It throws light on many 
spots which have been clouded here- 
tofore and will do much in the in- 


terest of more intelligent advertising 


Medical Code Permits 
Co-Operative Copy 


To the Editor: Advertising men 
may get a wrong impression from a 
news story in ADVERTISING AGE for 


April 238, headed “Medical Copy 
Lists Members.” 
It said, “Abandoning one of the 


most strictly enforced rules in the 
medical code of ethics, the Hudson 
County Medical Society (New Jer- 
sey) ran a 1,000-line advertisement 
in several Hudson County papers 
Monday.” 

The Hudson County Medical So- 
ciety is not abandoning ethics. The 
Medical Code of Ethics has never 
forbidden advertising by a medical 
association, which obviously can 
shape its own rules. The Code has 
declared it unethical for an _ indi- 
vidual physician to advertise, and it 
is perfectly right, because you and 
probably every reader of ADVERTIs- 
ING AGE would instinctively shy 
away from a doctor-advertiser. 

After all, what is ethics but good 
taste? It is certainly poor taste for 
a doctor of medicine to tell the pub- 
lic how good he is, even indirectly. 

But medical societies can give the 
people health instruction by means 
of newspaper advertisements, as well 
as by radio, and a dozen have al- 
ready done so. 

In the past eight years Medical 
Economics has published 44 articles 
and 9 editorials urging medical so- 
cieties to make themselves and their 
members known to the public. The 
fruits may be recognized in the list 
of medical advertising campaigns 


HINT TO BOOK PUBLISHERS 


Collier’s 


“Got any mystery story where the cop solves the murder?" 


conducted within the past six years. 

Lastly, may I point out one sen- 
tence in your news item which is 
very unfair? It reads, “Though the 
avowed purpose was to ‘protect the 
public against irresponsible and un- 
scrupulous practitioners of the heal- 
ing art,’ the copy indicated that 
the objective may have been to se- 
cure business.” 

A few doctors may have a direct 
eye on business in contributing to 
the advertising funds, but the real 
idea of the campaign, as I gather 
from talking with the society offi- 
cials, is to show the public how to 
recognize an M. D. from a quack. 

You may see an ultimate business 
motive in that, but I think most ad- 
vertising men will agree that the 
best way to create and hold medical 
interest in advertising is to empha- 
size the service angle rather than the 
commercial. 

HaAkoup S. STEVENS, 
Managing Editor, Medical Economics 
Rutherford, N. J. 
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“Newsette” Is Taken 

To the Editor: Your Copy Cub 
recently suggested “Newsette” as a 
substitute for “tabloid,” in the con- 
test conducted by the Washington 
Daily News. 

We have been publishing ‘“News- 
ette,” a miniature magazine for pub- 
lic utilities and others for a year. 
It is in tempo with the times and 
has real advertising value. 


R. E. HAAs, 


General Megr., Bowser Service Corp., 
New York City. 


MEDIC AL 


Ks. Look for the Seal in Your Doctor's Office & Epic é 
2} THE HUDSON COUNTY {& 


SOCIETY 


Clip This Entire Ad 


IN CASE OF SICKNESS 
CALL YOUR DOCTOR 
FOR ADVICE AND TREATMENT 


If you are unable to reach 
your doctor, telephone the 
Physicians’ and Surgeons’ 
Exchange—Journal Square 
2-3426, or PAlisade 6- 2150. 


apoeme, | ® oma 99 Highland Ave. 


Members of ro Shales County Medical Society 
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ADVERTISING AGE 


EXPERTS TELL 
STUDENTS HOW 
TO GET START 


Columbia, Mo., May 6.—An adver- 
tising clinic featured the annual 
Journalism Week of the School of 
Journalism, University of Missouri, 
this week, advertising men putting 
their experience at the disposal of 
youngsters ready to earn a liveli- 
hood. 

James H. Higgs, vice-president 
of Ehlinger & Higgs Advertising 
Agency, of Tulsa and St. Louis, 
championed radio and rapped those 
who “take it upon themselves to 
guard the public’s welfare.” If any 
law is needed, it is a law against 
more laws, he suggested. 

Cc. C. Younggreen, vice-president of 
H. E. Lesan Advertising Agency, 
Chicago, was unable to attend and 
his address was read. 

“Advertising has had a natural 
growth based on natural causes,” he 
wrote. “That is why modern adver- 
tising is different from that of other 
years and that is why advertising 
of tomorrow is going to be still dif- 
ferent.” 

Mrs. Lillian L. Reynolds, national 
advertising manager of the St. 
Joseph (Mo.) News-Press and Gaz- 
ette, told “How to interest an adver- 
tising agency in newspapers.” 

Douglas V. Martin, promotion 
manager of the St. Louis Globe- 
Democrat, said newspapers are taken 
too much for granted. They should 
sell readers as well as advertisers 
on the tremendous drama going on 
behind the scenes. 


Getting Started 


Sidney Carter, manager of the 
Merchants’ Service Bureau, Rice- 
Stix, St. Louis, described results of 
a questionnaire sent to advertising 
men. They suggested beginners 
select positions that pay well in ex- 
perience, regardless of salary. The 
majority favored personal applica- 
tions for openings, though some be- 
lieved a well-written letter should 
precede the call. 

Every one responding placed hard 
work as the first requirement for 
success in advertising. Sales experi- 
ence came next. 

Hazeltine Jones, advertising man- 
ager for Scruggs-Vandervoort-Barney, 
St. Louis, described the routine of 
retail advertising. 

“It is a business for the strong 
of heart and toughened of constitu- 
tion,” she commented. “It takes 
every idea you ever had, rejects it if 
it chooses, and demands a better 
one.” 

Edward Warner, Ferry-Hanley Ad- 
vertising Co., Kansas City, described 
advantages of house organs, and Ed- 
ward D. Nixon, Gardner Advertising 
Co., St. Louis, covered the advan- 
tages of advertising in “Now is the 
time to advertise.” 


Advertising Women 
Model New Fashions 


Margaret Beadle, Irene Maher, 
Edith Perrong and Betty Phillips 
modeled summer garments at the an- 
nual card party and fashion show of 
the Philadelphia Club of Advertising 
Women April 29. 

A pleasant time was had by all. 


“Buy a New Car,” 
Urges Farm Paper 

Indiana Farmer’s Guide, Hunting- 
ton, ran a full page editorial in its 
May 1 issue, “Now is the time to buy 
a new car.” 

William G. Campbell, publisher, 
wrote the copy, which listed 1932 
motor improvements. 


Agency for Martha Lee 

Martha Lee Co., St. Louis, has ap- 
pointed Lake-Spiro-Cohn, Inc., Mem- 
phis, to advertise Martha Lee cos- 
metics. 


Heads Tumbler Sales 


George F. Smith has become gen- 
eral sales manager of J. A. Tumbler 
Laboratories, Philadelphia. 


Film Fashions 
Made Available 
By ‘Photoplay’ 


Chicago, May 6.—Under a “Fash- 
ions from the Films” store promo- 
tion plan evolved by Photoplay Maga- 
zine, copies of new fashions shown 
in current talking pictures will be 
made available to women at depart- 
ment stores in large cities through- 
out the United States. 

Photoplay has stationed a style ex- 
pert in Hollywood to study and se- 
lect new styles in coats, suits, 
dresses and accessories affected by 
feminine moving picture stars in 
current film productions. 

These fashions will be depicted in 
Photoplay’s monthly fashion section 
and in a new syndicated store mag- 
azine which will bear the itrprint 
of authorized department stores and 
be distributed to their customers. 

The store magazine will be sur- 
rounded by a merchandising and ad- 
vertising plan. Each store enjoying 
the Photoplay franchise will release 
simultaneously with Photoplay’s sale 
date and with the release of the 
moving pictures from which the 
styles were chosen, local newspaper 
advertising, radio, window displays, 
and other promotion. 

C. J. Harrison, western advertising 
manager of Photoplay, arranged for 
this exploitation on a visit to Holly- 
wood, from which he has just re- 
turned. 


Baker-Bennett-Day 
New G. F. Subsidiary 


Baker-Bennett-Day, Inc., has been 
formed in New York as a subsidiary 
ot General Foods Corp. It will mar- 
ket shelled and unshelled nuts. 

Ralph G. Coburn, vice-president of 
General Foods, is president. Harry 
P. Haldt is in charge of distribution. 
Headquarters are at 250 Park avenue. 


Squibb Profits Up 
5 Per Cent in 1931 


E. R. Squibb & Sons, New York, 
increased 1931 net profit 5 per cent 
over 1930, the annual report shows. 
Earnings for 1931 were $1,651,234. 

President Carleton H. Palmer at- 
tributed results in part to consistent 
advertising while competitors were 
cutting. 


Harding-Wright Is 
New Memphis Agency 

Henry Lake, Eugene I. Harding 
and J. Walker Wright have formed 
Harding-Wright Company as a gen- 
eral agency in the Marx & Bensdorf 
Bldg., Memphis. 

All have been prominently identi- 
fied with Southern advertising. 


Special Promotion 
for Tennis Week 


With the co-operation of leading 
manufacturers, Sporting Goods 
Dealer, St. Louis, is offering spe- 
cial promotion material to dealers 
for National Tennis Week, May 23-30. 

A number of prizes will be given 
for the most effective displays. 


Self Suspends 


Edwin B. Self, Inc., Chicago, has 
suspended his advertising business 
for the present to direct rehearsals 
of a play he has sold for Broadway 
production. He plans to resume next 
winter, possibly in New York. 


Caldwell Hangs Sign 


After seven years as art director 
and production manager for Fechei- 
mer, Frank & Spedden, Inc., Detroit, 
Alfred B. Caldwell has opened adver- 
tising offices in the Michigan The- 
ater Bldg., Detroit. 


Buys Poster Sevice 


Oil Belt Advertising Service, 
Cisco, Texas, has purchased the 
Texas towns formerly operated by 
the Weatherford Poster Service, Fort 
Worth. 


Little Promoted 


J. P. Little has been appointed 
vice-president in charge of sales for 
General Motors Truck Co., Detroit, 
succeeding O. L. Arnold, transferred 
to the staff of Richard H. Grant. 


CLUB LEADER 


— — — 


Mary Coffey, of Guenther-Brad- 
ford & Co., Chicago agency, who 
was elected president of the 
Women's Advertising Club of 
Chicago, May 3. The entire 
slate headed by Miss Coffey was 
elected without opposition. She 
succeeds Lucille Fisk. 


Publishers to Get 
Complete Data on 


A. B. C. 


Deductions 


New York, May 5.—Following re- 
port of the committee on outside in- 
vestigations, directors of the Audit 
Bureau of Circulations, meeting here 
last week, ruled that auditors shall 
henceforth make available to pub- 
lishers all data upon which deduc- 
tions from circulation statements 
are made, stating the specific facts 
leading to the deduction. The new 
rule also provides: 

“Any difference between the total 
net paid circulation as shown in the 
audit report and that shown in the 
publisher’s statement shall be ex- 
plained and the number of copies 
representing each of the principal 
items involved in the total differ- 
ence shall be stated.” 

A new paragraph breaking down 
paid subscriptions by regular and re- 
duced prices was authorized for both 
magazine and newspaper reports. 

The Coeur d’Alene (Idaho) Press 


was reinstated, and the following 
were admitted to membership: 

General Mills, Minneapolis, Minn.; 
Fostoria (0O.) Review; North Penn 
Reporter, Lansdale, Pa.; National 
Tribune-Stars and Stripes, Washing- 
ton, D. C.; Rob Wagner’s Script, Bev- 
erly Hills, Calif.; Home and Field, 
New York; Petroleum Engineer, 
Tulsa, Okla., and Atlantic Fisher- 
man, Goffstown, N. H. 

Publications elected to member- 
ship, to be admitted on release of 
audit reports, include: 

Chillicothe (0O.) Scioto Gazette; 
Dodge City (Kans.) Daily Globe; 
Ballyhoo, New York; True Confes- 
sions, Minneapolis, Minn.; Sunset 
Magazine, San Francisco; Leonard’s 
Guide, Chicago; Shipper’s Guide, 
Chicago, and Plumbing € Heating 
Contractors Trade Journal, New 
York. 


In the May 11th issue of The Business Week... 
the 3rd article on “‘The American Consumer Market” 


When the consumer 


divides his pay envelope... 


Which influences him more? Style in 
merchandise—or the desire for leisure? 


O CHANGES in style increase the total 
amount of goods sold—as business popularly 
supposes—or do they merely shift sales from one 
manufacturer to anther? Is the desire for leisure 
an even more important factor in changing the 
course of consumer expenditures, shifting these 


from commodities to services? 


Furthermore, in the purchase of commodities, how 
is consumer demand shifting to—or from—goods 
which are used up quickly, for example foods and 
toilet preparations as contrasted with refriger- 
ators and dining room tables? And in the purchase 
of commercial services, exactly how do consumers 


striking facts are brought out in the next article 
on “The American Consumer Market.” This 
article—the third of a series of 20 studies—appears 
in The Business Week (May 11th issue). 


The series as a whole is vitally significant because 
if offers to business exact information, never 


heretofore available, on the marketing trends of 


choose between those services which are essential 


and those for which the demand is elastic? 


Along with the answers to these questions, many 


THE BUSINESS WEEK 


the years from 1919 to 1930. It is the only all-over 
study of the expenditures of our entire population 
over a long period—a period of 12 years. It covers 
about a thousand items—virtually everything 
the American people buy. 


Whatever your business, you will be better able to 


chart its future course with this series of studies to 


330 West Forty-Second Street 


GY 


Where are the Consumer’s 
Dollars Headed? 


aid you in defining your markets. The subscription 
to The Business Week is $7.50. In Canada, $10.00. 


New York City 


HS 


You'll find the answer in the series, 20 
studies, ‘The American Consumer Market’; 
now running in The Business Week. 
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Gustav W. Klau, 
Agency Officer, 
Dies in Sleep 


Milwaukee, Wis., May 6.—Gustav W. 
Klau, who was an electrical engineer 
and a cartoonist before finding his 
life work in the advertising field, 
died April 30 in his sleep, following 
a stroke of paralysis. 

He was 59 years old and secretary 
and chairman of the board of Klau- 
Van Pietersom-Dunlap Associates, 
Inc., the agency which he formed 27 
years ago. 

Educated in Milwaukee public 
schools, Mr. Klau entered electrical 
engineering. After ten years of this, 
he became a contributing cartoonist 
for the Milwaukee Sentinel. In June, 
1905, he joined Anthony Van Pieter- 
som, now treasurer of the agency, 
in the advertising business. 

Three years later, Walter J. Dun- 
lap was admitted to partnership and 
the agency was incorporated as 
Klau-Van Pietersom- Dunlap. Mr. 
Klau served as art director. 

He is survived by his widow, An- 
toinette, sister of Mr. Van Pieter- 
som; a daughter and a son, Harold 
W. Kilau, assistant art director of 
the agency. 

Funeral services were held May 2, 
among pallbearers being John Lem- 
mon, John Barnes, Frank Birch, 
Charles S. Mercein, Lee I. Archer 
and Russell Oakes, of the agency. 


Burdick Leaves Polk 


Col. Henry H. Burdick has re- 
signed as director of advertising, 
sales promotion and public relations 
of R. L. Polk & Co., Detroit. He will 
become sales manager of Easterling 
Printing Co., Detroit. 


-- £oing 
places? 
Po tn owen 


years The Des Moines 
Sunday Register has 
gained an average of 
practically 1,000 new 
subscribers a month! 


217.418 ABC 


Oso Thankful. 


are we that so many ad- 
vertising men and women 
have read these advertise- 
ments and have become 
loyal guests of this hotel 
that we are convinced of 
Advertising Age’s potent 
reader interest. 

Furnished suites of from 
one to four rooms by the 
day, month, or year. Serv- 
ing pantries, frigidaire and 
large closets with every 
suite. 


Under Roger Smith 
Preferred Management 


Hotel Winthrop 


47th and Lexington Ave., 


New York 


Tel. Wickersham 2-1400 


BEST BY COMPARISON 


“AJA X= 
PHOTOSTAT 
COPIES 


om LET VS SERVE YOU == 


33 W.ADAMS ST. CHICAGO 


: 


NOT A BRIDGE TOURNAMENT BUT A COOKING SCHOOL 


WALSH BILL IS 
CALLED THREAT 
TO ADVERTISING 


New York, May 6.—Growing op- 
position to the Walsh Bill, extend- 
ing the authority of the Federal 
Trade Commission, is in evidence 
among national advertisers, who call 
the proposed powers “dictatorial.” 
They also overlap with the Food and 
Drug Administration, it is alleged. 

The bill is now in the hands of the 
Senate Committee on _ Interstate 
Commerce. 

Specific objections were raised by 
a member of the Association of Na- 
tional Advertisers. One was to a 
provision that “these terms (‘unfair 
methods of competition’ and ‘unfair 
trade practices’) also specifically in- 
clude all acts which might 
tend to mislead competitors, the pub- 
lic, or the ultimate consumer, such 
as misstatements, express or implied, 
oral or written . . . as to the effect 
produced by the use thereof (the 
goods offered for sale).” 

The advertiser charged that, ap- 
plied strictly, this passage would 
prohibit any but the most matter-of- 
fact advertising. 


Fears Dictatorship 


He also sees “dictatorial powers” 
in a clause providing that ‘“deter- 
mination by the Commission that a 
specific method of competition or a 
specific trade practice is unfair shall 
be considered a finding of fact and 
as such, if supported by testimony, 
shall be conclusive.” 

It is argued that under this para- 
graph, defendants would not be as- 
sured a hearing before a decision is 
reached. 


The advertiser also lodges stren- 
uous objections to that part of the 
bill authorizing the Commission to 
investigate and require sworn re- 
ports from any person engaged in 
commerce and to publish any infor- 
mation “except trade secrets and 
names of customers.” 


The bill also gives the Commission 
jurisdiction over labels, now super- 
vised by the Department of Agri- 
culture. 

At one time, Senator Walsh spon- 
sored a bill to include tobacco in the 
Food and Drugs Act. The Associa- 
tion of National Advertisers opposed 
this measure. 


Photo Show May 8 


Sponsored by the Detroit Free 
Press and camera clubs of Detroit, 
Lansing and Grand Rapids, the 
Photo Show will open in Detroit 
May 8. 


to Challenge 
Buying Apathy 


Detroit, Mich., May 6.—Some opti- 
mistic figures were presented at a 
meeting here under the auspices of 
the National Automobile Chamber of 
Commerce. While volume for all 
plants is only 40,000 cars weekly 
against 75,000 a year ago, individual 
companies are reporting gains. 

Chevrolet reported the sale of 19,- 
672 and 35,322 used cars in the sec- 
ond ten-day period of April—a gain 
of 2,000 new and 9,000 used cars over 
the first ten days. Production of new 


Plymouth cars is now averaging 
1,100 daily. 
New car registrations for all 


makes in March showed a 12.43 per 
cent increase over February, R. L. 
Polk & Co. reported. 

Through K. T. Keller, president, 
Dodge Brothers Corporation § an- 
nounced a campaign to induce mo- 
torists to take a “Floating Power 
Ride.” Newspapers and radio will 
repeat Walter P. Chrysler’s chal- 
lenge, “Look at all three,” meaning 
the car being advertised and all 
competition. Notables who drive the 
Dodge will be featured. 

Simplification of lines was recom- 
mended at the meeting. Too many 


models make it difficult for dealers | 
to carry complete stocks and compli- | 


eate their selling job. 


“Tatler” Gets Plowfield; 


Becomes Semi-Monthly 


William F. Plowfield, former presi- 
dent of the Flyosan Co., has been 
appointed advertising director of 
Tatler and American Sketch, New 
York. His staff includes George F. 
Williams, formerly advertising man- 
ager of Billboard, and Harvey G. Os- 
born, who came from the New York 
Journal. 

With the May 1 issue, the paper 
became a semi-monthly, instead of 
a monthly. 


Form Ideas, Unlimited, 


To Give Sales Service 


Ideas, Unlimited, has been formed 
to render a creative and clearing 
service for merchandising and adver- 
tising ideas. 

Leo P. Bott, Jr., president of the 
Bott Advertising Agency, Little Rock, 
Ark., is in charge in the West; Ed- 
win M. Phillips, Associated Adver- 
tisers. New York, in the East. 


Sees Roadside Radio 


Short-wave roadside antennas hav- 
ing a range of 1,000 feet have been 
suggested by Orestes H. Caldwell, 
editor of Electronics and Radio Re- 
tailing. as a means of giving direc- 
tions to touring motorists and adver- 
tising. 


George Rector, 


Hanrahan, Warner Get 
“Arts & Decoration” 


John Hanrahan and Eltinge F. 
Warner have assumed joint owner- 
ship and control of Arts & Decora- 
tion, New York. Mr. Hanrahan be- 
comes publisher and Mr. Warner con- 
tinues as president. 

Joseph A. Judd remains as East- 
ern advertising manager. 


Outdoor Men Elect 


Edgar B. Wolfe, United Advertis- 
ing Corp., Newark, was elected presi- 
dent of the Outdoor Advertising As- 
sociation of New Jersey at the an- 
nual meeting. William Patton, Pat- 
ton, Inc., Glassboro, is vice-president 
and Louis St. John, General Outdoor 
Advertising Co., Atlantic City, secre- 
tary-treasurer. 


Export Session for 


A. F. A. Convention 


Sponsored by the Export Managers 
Club of New York, an export meet- 
ing will be held during the conven- 
tion of the Advertising Federation of 
America in New York. 

June 21 is the date. 
ton will preside. 


Vars Has Thriller 


Addison Vars, Ine., Buffalo, has 
created a criminal, 909, as the cen- 
tral character in a semi-weekly radio 
sketch over WGR for Langs Prod- 
ucts, Inc. The act runs from 9 to 
9:15, the climax being reached at 
9:09, 


A. M. Hamil- 


Appoint Lupton, Reed 


John Thornton & Co., New York, 
sole agent for James Smith & Son. 
Ltd., English manufacturers of 
needles and awl blades, have placed 
their advertising account with Lup- 
ton, Reed & Co., New York. 


Publish “Wonder Book” 


B. F. Goodrich Co., Akron, O., has 
published “The Wonder Book of Rub- 
her,” describing the manufacture of 
some of the 32,000 items in the Good- 
rich line. 


“Post” Offers Discount 


The new rate card of the New 
York Evening Post. effective May 2, 
gives a reduction of 5 cents a line 
on general advertising for 5,000 lines 
within a year. Space discounts have 
also been inaugurated on financial 
advertising, in addition to time dis- 
counts 


Futura Heo New Home 


Futura Publications, New York, 
has leased more commodious quar- 
ters at 8 West 40th St. The space 
includes a penthouse, kitchens and 
several offices with wood-burning fire- 
places. 


“Pops” in Radio Test 


McJunkin Advertising Co., Chi- 
cago, will begin a test on Pops Pirate 
Club, a program for children, over 
WGN May 9 at 6:45 p. m. for Food- 
town Kitchens. 


WARD OFFERS 
MEDICAL SERVICE 


Chicago, May 6.—Urine analysis 
is a new service offered by Mont- 
gomery Ward & Co., Chicago mail 


order house, in its recently issued 
catalog. The price, postage paid, is 
$1.50. 


The innovation was made partly 
to build good will, partly to create 
business for the company’s drug te- 
partment. 

The catalog asserts that urine an- 
alysis provides an accurate index to 
health, and it continues in this vein: 

“To aid our customers in the pre- 
servation of health, we have decided 
to place this service within your 
reach in a way that spares you all 
embarrassment and affords you the 
services of experts who are special- 
ists in this particular branch of 
medical work, and we have made the 
cost so moderate that you owe it to 
yourself and your family to make 
sure all is well. 

“Use a regular order blank to or- 
der this SERVICE, sending money 
with order.” 

A Minneapolis concern makes the 
analyses. 


Pick Congress Hotel 
for F. A. A. Convention 


The Congress Hotel has been se- 
lected for the 1932 convention of the 
Financial Advertisers Association in 
Chicago Sept. 12-15. 

Rand MeNally & Co., publishers of 
Bankers’ Monthly, are offering a $50 
prize for the best name for a text 
hbcok on financial advertising being 
prepared by Don Knowlton, Union 
Trust Co., Cleveland. The contest 
runs to May 30. Entries should be 
sent to F. A. A. headquarters at 231 
S. LaSalle St., Chicago. 


Motor Show Sets Record 


The Vancouver (B. C.) Automobile 
Show was attended by 24,500, the rec- 
ord crowd for any Canadian show 
west of Toronto. The event, for 
which 25 cents admission was 
charged, was sponsored by the Van- 
couver Daily Province. 


Agency for Mobo 


John T. Stanley Co., New York, 
has appointed Churchill-Hall, Inc., 
New York, for Mobo automobile 
specialties. 


Release Mushroom Copy 


E. H. Brown Advertising Agency, 
Chicago, has released advertising 
schedules to mail order magazines 
for U. S. Mushroom Co., Chicago, 


Blyn Names Agency 


Blyn Shoe Company has placed 
its account with Menken Advertis- 
ing. New York. 
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Roche, Williams & Cunnyngham 
Advertising 
Philadelphia - CHICAGO - Buffalo 
= JoHN PIERRE RocueE, President 
Liuoyp MAXWELL, First Vice-President 
F Guy C. PIERCE, Frecutive Vice-President 
} 
m GERALD PAGE-Woop STEWART WEsToN Harry S. BISHOP 
ail Vice-Presidents 
ued 
i 
‘ M.F.WILLIAMSON, Secretary D.J.KELLY, Treasurer 
t 
td 
uie- | 
a } Lewis M. WiLiiams Joun Hayes Ketty J. V. Giumour C. B. Encstrom 
rto | R. A. Sampson FRANKLIN S. OwEN Hucu A. READING F. H. Hakewiiyi 
cad F. W. Tuurnau Georce S. LyMan Wittiam H. Savin B. F. ABELING ' 
ded L. T. Piper Louis K. Mantey BrapLey WILLIAMS Morrow Krum 
pe E. C. O’DonneLt Vernon D. Beatty MicwHaet FIe.pInG Jures GERDING 
the E. S. Girrorp Rospert H. Strracke Ronatp N. ING Is James M. WoopMan 
m— Duke HutcHInson C. Henry Mason Eruet May Pierce ArTHUR HEIBERG 
the H. J. DETTERICH EpitH ELiswortH J. B. CampBELL R. Q. Murpuy 
the RayMOND SENG J. H. SHELpDon A. GaRwoop Byron Corcoran 
or- A — ‘ , . 
ney n organization of over one hundred people . . . in which the creative talent and 
the administrative experience of two outstanding advertising agencies have been combined 
... for the purpose of rendering still finer service to thirty-two distinguished clients. 
ion 
Ba Old Dutch Cleanser Sterling Electric Clocks Arcade Toys 
n in Sunoco Gasoline and Lubricants Corinnis Waukesha Water Rockne Motor Cars 
s of Bendix Products— Automobile- Timken-Detroit Axles Bowman Dairy Products 
= Aviation- Marine-Industrial Macgregor Golf Clubs Lee of Conshohocken Tires 
eing American Face Brick Association O Houdaille-Hershey Automotive Products 
a sborn Gloves 7 
College Inn Food Products ; p Studebaker-Pierce Arrow Motor Trucks 
~~ : a Free Wheeling Patents Corporation “ : 
= Grove’s Bromo-Quinine asniteihailinie: Windia ties Deep Rock Gasoline and Motor Oils 
Hump Hair Pins ; ; Diamond T Motor Trucks 
d Carnation Flaked Wheat Chicago, RC Ng St. Paul Grove’s Chill Tonic 
sbile Pierce-Arrow Motor Cars and Faciie Rayirosd Gulbransen Musical Instruments 
Pen Williams Oil-O-Matic MayGower Wall Papen ; Richards- Wilcox Door Hardware 
for Oil Burners Williams Ice-O-Matic Refrigerators National Federation of Coffee 
Riva Ditto Duplicating Machines Chicago Bank of Commerce Growers of Colombia 
-_ For the present, business will be conducted from the respective offices of Roche 
Inc., Advertising Company and Williams & Cunnyngham. About June first, or as 
soon as new quarters can be made ready, Roche, Williams & Cunnyngham 
py will occupy the fifth floor of the Straus Building, 310 South Michigan Avenue, 
wed Chicago. There will be no change of address in Philadelphia and Buffalo. 
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FRIENDLY NEW 


BUREAU CHIEF 


New York, May 6—Edwin 5S. 
Friendly, business manager of the 
New York Sun, was elected chairman 
of the Committee in Charge of the 
Bureau of Advertising, American | 
Newspaper Publishers Association, at 
a meeting here. 

Mr. Friendly succeeds W. E. Mac- 
farlane, Chicago Tribune, who re- 
tired after two years as chairman, 
but consented to serve as vice-chair- 


NEW CHAIRMAN 


man. Other committee members: 

George J. Auer, New York Herald | 
Tribune; Frank H. Burgess, La| 
Crosse Tribune; Harry Chandler, Los | 
Angeles Times; William G. Chandler, | 
Scripps-Howard Newspapers; W. A.| 
Elliott, Jacksonville Times-Union; | 
F. I. Ker, Hamilton Spectator; | 

Col. Frank Knox, Chicago Daily | 
News; Roy D. Moore, Canton Reposi- | 
tory; Fleming Newbold, Washington | 
Star; David B. Plum, Troy Record; 
William F. Rogers, Boston Trans- 
cript; Fred Schilplin, St. Cloud) 
Times-Journal; SS. E. Thomason, 
Tampa Tribune; D. E. Town, Hearst 
Newspapers; Frank E. Tripp, Gan- 
nett Newspapers; Louis Wiley, New 
York Times. 

The committee approved expansion 
plans submitted by William A. 
Thomson, director of the bureau, in- 
cluding publication of a new edition 
of “A Newspaper Atlas.” 


Roy Schwartz Is Groom | 


| 
Roy Schwartz, of the Fitzgerald | 
Advertising Agency, New Orleans, 
and Clara Marx were married last 
week and are now on a honeymoon 


in Mexico. 


State Has Sales Tax 


Governor Connor, of Mississippi, 
has signed a bill imposing a retail 
sales tax of 2 per cent, effective at | 
once and expiring June 30, 1934. ' 


Edwin S. Friendly 


Dr. Gallup Assume 


New Duties June 15 


Dr. George Gallup will join Young 
& Rubicam, Inc., New York, June 15, 
and not May 15, as erroneously re- 
ported by ADVERTISING AGE April 23. 


Morse Has New Work 


Hazen H. Morse has left the New 
York American to become sales pro- 
metion manager of the New York 
Evening Post. 


Kempson Suffers Relapse 
Eber H. Kempson, publisher of the 
Linden (N. J.) Observer, injured in 
a fall April 3, returned to the hos- 
pital this week following a relapse. 


Pick Wade, Barthe 


International Pad Corp., Syracuse, 
N. Y., ink pads, and Westcott Chuck 


DISTRIBUTION OF ELECTRICAL APPLIANCES 


Per Cent Kind of Per Cent Kind of 
of Total Retail Outlet of Total Retail Outlet 

32.0 Utilities 1.6 Plumbers 

24.0 Department Stores 1.5 Music 

10.2 Electrical Specialty 6.9 Hardware 

9.9 Furniture 0.6 Jewelers 

8.6 Electrical Contractors 0.3 Drugs 

6.0 Manufacturers’ Branches —_—-— 

2.5 Radio 100.0 

1.9 Mail Order 


—National Retail Dry Goods Assn. 


Hoover Will 
Send Message 
To Federation 


New York, May  6.—President 
Hoover will send a special message 
to the Advertising Federation of 


| America when it hold its annual con- 


vention in New York June 19-23. 

Gilbert T. Hodges, president of the 
A. F. A. and Edgar Kobak, vice- 
president of the McGraw-Hill Pub- 
lishing Co., who is general conven- 
tion chairman, called on the presi- 
dent in Washington and received his 
assurances to that effect. 

President Hoover is convinced of 
the value of advertising in stimulat- 
ing business, and it is believed he 
will express himself ‘vigérously on 
this subject in his message to the 
convention. 


Christen Farm Paper 


Louisiana Journals, Inc., New Or- 
leans, will publish Louisiana Farmer 
and Dairyman. R. J. Martinez is 
president of the publishing company. 


Fairall & Co. Expand 


Fairall & Co., Des Moines, Ia., 
agency, have opened a branch at 
Burlington, Ia. with Parker H. 
Ericksen in charge. 


Bauerlein Is Ten 
Bauerlein, Inec., New Orleans 


Co., Oneida, N. Y., have appointed | agency, celebrated its 10th anniver- 


Wade, Barthe & Co., Syracuse. 


sary this week. 


Invents Sign Moistener 

W. Rex Bell, president of the 
Three B Advertising Co., Terre 
Haute, Ind., has been granted a pat- 


ent on a poster moistening machine 
which eliminates the use of paste. 


Drug Store Defined 


Governor Moore, of New Jersey, 
has signed a statute prohibiting use 
of “pharmacy” or “drug store” by 
other than establishments maintain- 
ing registered pharmacists. 


Expand Lineage Service 
Lake-Spiro-Cohn, Ine., Memphis 
agency which has been reporting 
lineage figures of Memphis newspa- 
pers, has extended the service to 
cover the entire South. 


Issue Lumber Report 


The Bureau of Foreign and Domes- 
tic Commerce has published ‘‘Ameri- 
can Lumber in New Zealand,” a 
study of lumber export opportuni- 
ties. The price is 10 cents. 


Blatteis Makes Change 


Jules C. Blatteis has joined the 
production department of Alfred J. 
Silberstein, Inc., New York. 


To Advertise Coal 


Donnen-Fuel, Inc., New York, coal 
producers, have appointed Small 
Kleppner & Seiffer, Inc. 


Silberstein Appointed 


Alfred J. Silberstein, Inc., New 
York, has been appointed by Cam- 
meyer, Ine., shoe retailers. 


LIGHTS LANTERN 


John Sterling, vice-president of 
McCall Co., New York, was 
greeted by a host of celebrities 
when he addressed the Lantern 
Club, Boston, April 30. He was 
introduced by Allyn B. Mclntire, 
vice-president, Pepperell Mfg. 
Co. W. J. McDonald, of "Time," 
presided. 


Offer Sports Service 


Sportsmen’s Service Bureau has 
been formed at 545 Fifth Avenue, 
New York, to provide dealers with 
information for sportsmen. 


Broecker, Artist, Dead 
Richard C. Broecker, artist with 


Meinzinger, Howard, Chase, Ince., 
Detroit, died last week end. 
Publisher Passes 
Charles V. Dalkert, 64, veteran 
publisher of the Waterloo (Ill) 


Times. died this week. 


WE WERE SELECTED BY 


GIBSON ELECTRIC REFRIGERATOR CORPORATION 


TO DESIGN AND MAKE THEIR 
24 SHEET POSTERS 


TRUCK POSTERS 
WINDOW DISPLAYS 
WINDOW STREAMERS 


WHICH IS FULLY 
TORY OF OUR 


OUR GREEN BOOKLET 


POSTER WILL BE MAILED TO 
ADVERTISING AGENCIES 
UPON REQUEST 


EXPLANA- 
24 SHEET 


POSTERS 


_IHOMSON 


TERRE HAUTE - INDIANA 


DISPLAYS 


YMON CO_ 
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"MISS ATLANTA" SELLS SOLDER SEAL 
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_ FAMOUS THESWORED OVER. 


"Miss Atlanta," of one of the Galveston ag: he ag: posed for 


this counter card of Radiator Specialty Co., 


arlotte, N. Car. F. 


Gelder Robinson, advertising manager, hr ti that the initial run 


of 100,000, in six colors, has been ex 


austed by re-orders. 


Advertising of 
Capital Goods 
Is Undersold 


Chicago, May 5.—Walther Buchen, 
head of the Buchen Company, indus- 
trial advertising agency, told the 
Dotted Line Club of Chicago Monday 
night that advertising of capital and 
production goods is badly undersold. 


“It has been oversold in the past be- 
cause it has been sold for its by-prod- 
uct values,” Mr. Buchen asserted. 
“Now, when manufacturers will no 
longer purchase advertising by-prod- 
ucts, it is being undersold, because 
its direct sales value is not properly 
presented and appreciated.” 


Mr. Buchen pointed out that with 
sales forces reduced, with buyers 
harder to locate and more difficult to 
interview, advertising is the more 
needed to find those who are in the 
market and to carry them in the 
direction of preference for a particu- 
lar product.: 

A big weakness of the situation is 
lack of an adequate yardstick for 
measuring sales results. A sales rep- 
resentative is credited with all the 
business coming out of his territory, 
though he may have created less 
than 10 per cent of it. Advertising, 
however, is given credit only for 
new business directly traceable to it. 

This was advertising managers’ 
night at the Dotted Line Club. Of- 
ficers were elected as follows: 

Kenneth H. Koach, Furniture Rec- 
ord and Journal, chairman; C. L. 
Haskins, National Petroleum News, 
first vice-chairman; B. C. Bowen, 
Boot & Shoe Recorder, second vice: 
chairman; H. A. Morrison, Railway 
Age, secretary-treasurer. 

On the executive committee are 


E. H. Gleason, Inland Printer; J. M. 
Rutherford, Simmons-Boardman Pub- 
lishing Co.; L. C. Pelott, Penton 
Publishing Co. 


“Digest” Concludes Poll 


Returns of 4,668,537 were received 
from the 20,000,000 ballots sent out 
by The Literary Digest in its 1932 
prohibition poll, 73 out of every 100 
favoring repeal. 


Iowa Has Slogan 
The Iowa division of the American 
Automobile Association has selected 
“Beauty Everywhere—Paving Every- 
where” as its slogan in a campaign 
to attract tourists. 


Named for Drug Items 


Kells Company and Herbal Flaxo- 
lyn Corp., both of Newburgh, N. Y., 
have appointed Reimers, Whitehill 
r Sherman, New York, for drug sun- 

ries. 


C. M. Sloan Moves 


Charles M. Sloan, Advertising, Chi- 
cago, moved to 310 S. Michigan ave- 
nue, April 28. The telephone num- 
ber is Harrison 0032. 


Bullion Joins Brown 


Harry Bullion, formerly sports edi- 
tor of the Detroit Free Press, has 
joined the William M. Brown Agency, 
Detroit. 


Bartlett’s New York 


O. F. Bartlett, until recently space 
buyer for the Sweeney & James Co., 
Cleveland agency, has joined Car- 
penter Advertising, Inc., Cleveland. 


Woodcox to Metropolitan 


V. F. Woodcox has left the Visual 
Demonstration Co., Buffalo, to join 
the Metropolitan Motion Picture Co., 


| Detroit. 


SPECIAL CHURCH BUILDING ISSUE 


CHURCH MANAGEMENT 


Right now when things seem univers- 
ally 
voted to new church buildings. 
great church field of human activity— 
spending eight hundred millions annually 
—marches steadily on. 


AvpitToriumM BuILDING 


ASK FOR A COPY 


low we are publishing an issue de- 
For the 


Address 


CuurcH MANAGEMENT 
CLEVELAND, OnIO 


CONTEST JUDGES 
WEIGH ENTRIES 
ON MERIT ALONE 


Los Angeles, Cal., May 6.—The 
judges in the contest sponsored by 
ADVERTISING AGE are working hard 
to select the best definition of ad- 
vertising from the 300 entries sub- 
mitted. 

This careful scrutiny of each defi- 
nition means that no decision will 
be reached for some time. 

The judges in the contest are 
unaware of the identity of any of 
the authors, if the definitions printed 
occasionally by ADVERTISING AGE be 
excepted. 

“The entries are locked in a vault,” 
explained Don Thomas, executive 
secretary of the All-Year Club of 
Southern California, chairman of the 
contest committee. 

“The winner will not be known 
until all the judges have agreed on 
the winning definition and the iden- 
tity of the winner is sought.” 

The Women’s Advertising Club of 
Chicago was the first to conduct a 
contest of this kind. This suggested 
the idea of a contest on a national 
scale to evolve the definition which 
would be accepted by organized ad- 
vertising as descriptive of its func- 
tion. 

Some of the entries in the current 
contest: 

Some of Definitions 


J. J. Clardy, Catholic Daily Trib- 
une, Dubuque, Ia.: “Advertising— 
the act of using and adapting any 
means of publicity to the aim of at- 
tracting attention and response fa- 
vorable to the user.” 

K. E. Shepard, Advertising, Chi- 
cago: “Advertising is the employed 
stimulus of trade or endeavor—using 
any form of communication for the 
purpose of persuasive enlighten- 
ment.” 

Joseph L. Hoey, Wm. J. Morton 
Co., New York: “Advertising—a 
branch of commercial activity de- 
voted to the development and use 
of various methods of winning gen- 
eral attention in order that the spon- 
sor of an idea, a product, or a serv- 
ice, can win public acceptance or 
stimulate public demand.” 

Charles Abel, president, Charles 
Abel, Inc., Cleveland: “Advertising 
—attracting the attention of the pub- 
lic to a product, service or activity 
through the use of any type of paid 
media.” 

A. A. Cuddihy, director of markets 
and media, Lord & Thomas and Lo- 
gan, Chicago: “Advertising is telling 
—telling is selling.” 

James T. Morgan, Mills Novelty 
Co., Chicago: “Advertising is the 
formal process which aims to turn 
several prospective buyers, at one 
time, partly or completely towards 
buying or paying a consideration for 
some particular thing or things.” 

Joseph Katz, Baltimore: “Adver- 
tising is to make known the merits 
of a product, through any method, 
to make people want it.” 

Alvyn G. Schmale, Hazard Adver- 
tising Corp., New York: “Advertis- 
ing is that business directly con- 
cerned with creating an acceptance 
of, demand or desire for, any prod- 
uct or service, by means of public 
notice.” 


Three Publications 
Back Coal Sales Plan 


Three McGraw-Hill papers have 
initiated a joint effort to develop the 
marketing of industrial coal on a 
combustion engineering basis to the 
power and chemical industries. 

They are Chemical and Metallurgi- 
cal Engineering, Power and Coal Age. 


Represented by Clark 

Lexington (Mo.) Advertiser has 
placed its national representation 
with Thomas F. Clark Co. 


Luce Has Moved 


Luce’s Press Clipping Bureau, New 
York, has moved to the tenth floor 
of the new Bertrand Bldg., 153 Cham- 


bers St. 


John P. Pennebaker, of Underwood & Underwood, made this illus- 
tration before the Toledo Advertising Club recently. It required 20 


minutes and 


12 exposures. 


Most Coffee 
Far Too Weak, 


Survey Proves 


New York, May 6.—The greatest 
opportunity for increasing consump- 
tion of coffee is in teaching users to 
make good coffee, a study by the 
Brazilian-American Coffee Promotion 
Committee indicates. The proportion 
of coffee to water among most fami- 
lies is far too low at present. 

“Our record of average annual per 
capita consumption among coffee 
drinking families is 14.90 pounds,” 
said the committee. 

“At 40 cups to the pound, this 
quantity would make 596 cups of 
good beverage coffee, or 1.63 cups per 
person daily. Yet our record of ‘cup 
consumption’ against pound consump- 
tion indicates that 867 cups annual 
total, or 2.38 cups per person daily 
were made. 

“This finding shows that the pro- 
portion of coffee to water used in 
brewing is far below the proportion 
generally considered necessary for a 
good beverage coffee. 

“If 40 cups to the pound is taken 
as a proper formula, the amount of 
coffee used is 46 per cent lower than 
it should be.” 

The Committee places per capita 
consumption of coffee at 10.67 pounds. 
This compares with Government fig- 
ures of 12.79 pounds of green coffee, 
amounting to 10.74 pounds when 
roasted. The U. S. figures cover all 
coffee consumed, in restaurants and 
elsewhere, while the Committee’s es- 
timate is for coffee used in homes. 
It believes quotas should be adjusted 
on this basis. 

The reports have been issued in 
printed form and may be obtained 
at headquarters at 80 Broad St. 


New Cookery School 


The Dubuque (la.) Telegraph-Her- 
ald and Times-Journal will hold a 
four-day cooking school May 10-13, 
with Mrs. Frances T. Northcross in 
charge. 


Vamm Appoints Rose 

Vamm Corp., Chicago, automatic 
electric immersion water heaters, has 
placed its advertising with Edward 
Wm. Rose Co., Chicago. 


Bedford Agency Moves 


The Bedford Advertising Agency, 
Brooklyn, has moved to larger quar- 
ters at 105 Court street. 


Stanton Visits New York 

R. T. (“Dad”) Stanton, now 83, is 
visiting George H. Hazen in New 
York this week. 


Name Devine-Tenney 
Olmey (Ill.) Mail has placed its 
national representation with Devine- 
Tenney Corp. 


The Xth Olympiad 


An Outdoor Advertising 


nity 

The xh One, be 
officially opened by President 
Hoover at Los Angeles on 
July 30th, the greatest 
gathering of dignitaries ever to 
assemble on the Pacific Coast; 
two thousand athletes from 
thirty-five nations; competi- 
tions in nine or more stadia, 
auditoriums, and water courses; 
cosmopolitan crowds. 

Such is the scene the Xth Olym- 
piad will create. But that is not 
all. The Pacific Coast, always a 
mecca for over a million visitors 
annually, will be host to many 
important conventions. Forty- 
nine conventions in Los Ange- 
les during July and August; 
the Shriners and United States 
Chamber of Commerce in San 
Francisco, the American Legion 
in Portland, Rotary Interna- 
tional in Seattle. : 
Here is plus circulation—a con- 
gested cross-section of the na- 
tional population, visiting the 
many points of interest in Cali- 
fornia, Oregon, and Washin 
ton, from Mexico to British 
Columbi i tion milling 
up and down the entire Pacific 


coast. 
Outdoor Advertising will cover 
this concentrated group Effec- 
ar | — Economically —Con- 
stantly—Daily. 
coeeateste the Outdoor Adver- 
tising facilities which Foster and 
Kleiser Company have to offer— 


your advertising representa- 
tive, or write us direct. 


Foster and Kleiser 
COMPANY 


GENERAL OFFICES: SAN FRANCISCO 
Operating plants in California 
Washington, Oregon and Arizone 
Offices in New York and Chicago 
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Theatre Chain Appoints 


Effective July 1, the New York 
office of Lord & Thomas and Logan 
will direct the advertising of Para- 
mount-Publix Corp., subsidiary of 
Paramount Famous Lasky Corp. 


Edward L. Hackney Dies 


Edward L. Hackney, 70, publisher 
of School, which he and Henry S. 
Fuller founded in 1889, died in New 
York May 2. 


Jedele’s New Work 


Earl E. Jedele has resigned as 
assistant account executive of Erwin, 
Wasey & Co., New York, to become 
traffic manager for Benton & Bowles. 


Joins Harvey-Jaediker 

Frank Ayers, formerly of the 
Pathe Exchange, has joined the pub- 
licity department of Harvey-Jaedi- 
ker, New York. 


Appoint Lamport, Fox 

The United States Radio and Tele- 
vision Corp., Marion, Ind., has ap- 
pointed Lamport, Fox & Co., South 
Bend. 


GUNNING, ONE 
OF OLD GUARD, 
PASSES. AWAY 


(Continued from Page 1) 


original offer, and, compelled by con- 
ditions of the sale to retire from the 
advertising business, spent his re- 
maining years in real estate. 

J. E. Williams, now of the General 
Outdoor Advertising Co., who be- 
came Mr. Gunning’s associate in 
1888, said steady nerves and a two- 
fisted fighting spirit were essential 
in the early days of the business. 

Workmen were unreliable, a crew 
newly employed to start work on a 
big contract not infrequently selling 
their tools and taking French leave. 
Brawls between rival crews were 
common, some encounters ending in 
gun play. 

The value of locations was not 


1000 New Designs by Foremost Artists J 


| 


Get this 


New Book 


Dramatize your advertising . . . give 
it modern style and selling punch! This 
interesting book, with its original 
layouts, designs, decorations, helps 
you in a thousand ways. Pays for 
itself on a single job. Saves time, 
money. Nothing else like it. To see 
it is to know its value. Price, $1.50. 


Sent on Approval 


Send today for the Champion Book 
of Decorative Material No. 2...then, 
if you feel you can do without it, 
return in a week, bill will be can- 
celled. Write your name and address 
in the margin below and mail to... 


The Champion Coated Paper Co. 
Hamilton, Ohio 


product in which 


expected life. 


I am a salesman. 


curities. 


fit the times. 


pany’s products. 
offer? 


I Want Something 
To Sell 


And, I want that something to be a 


product that will render a real construc- 
tive and efficient service throughout its 


I have sold machin- 
ery, advertising space, investment se- 


And, I have done and sold other things 
too. Now, I want to sell the product of 
a real organization manned by far 
sighted business men who do things as 
they should be done—who have a real 
faith in the future of America and 
whose sales plans for the years to come 
are sound, sane, constructive and which 
I want to sell such a com- 
What have you to 


Box No. 139, 
Advertising Age, Chicago 


I can believe—A 


END OF TRAIL 


R. J. Gunning 


definitely known, and plants catered 
to advertisers’ guesses as to the 
“best” spaces. This encouraged 
reckless competition between plants 
for leases, and the large percentage 
of unused space prompted unwise 
credit practices, which kept most 
plants balanced precariousfy on the 
edge of bankruptcy. 

A talented advertising man him- 
self, Mr. Gunning conceived the idea 
about 1891 of demonstrating the 
value of his medium and putting his 
unused space to work by launching 
a new product. He chose a cigar 
for the test because there had been 
no outdoor advertising of cigars up 
to that time. 

Teaser copy appearing overnight 
on all his idle space showed only a 
huge parrot saying, “Get the Habit.” 
Thirty days later some additional 
painting was done on the bulletins 
to let the public know that the par- 
rot was talking about the Habit 
cigar. The cigar business prospered 
for several years, until, so the story 
goes, competitors bribed factory em- 
ployees to mix hay with the filler. 

The practice of extending credit 
indiscriminately also gave birth to 
Cascarets. In the middle 90’s, Harry 
Cramer, a_ personal friend, ran 
heavily into Mr. Gunning’s debt ad- 
vertising No-Tobac, a remedy for 
the tobacco habit. 


Uses Teaser Idea 


Mr. Gunning suggested he drop 
No-Tobac for a good cathartic, and 
offered to direct the advertising and 
extend further credit. Mr. Cramer 
produced Cascarets, and Mr. Gun- 
ning did the rest with “They Work 
While You Sleep,” the slogan and 
trade name constituting copy for the 
30-day teaser campaign introducing 
the product. 

Other famous slogans Mr. Gun- 
ning coined include “Let Hartman 
Feather Your Nest” and “Good to 
the Last Drop,” the latter for Topaz 
beer in 1908, it is claimed. 

Mr. Gunning erected the first bul- 
letin structure in 1890 at Michigan 
Avenue and 35th Street, Chicago, for 
Fletcher’s Castoria. 


Clarke Marks Path 
To Industrial Sales 


H. W. Clarke, publishing director 
of Coal Age and Engineering and 
Mining Journal, New York, spoke 
May 4 to the Cincinnati Advertising 
Club on, “Net Profits in Industry.” 

He pointed out that industrial 
equipment cannot be sold as such, 
but only as part of a plan to reduce 
industrial operating costs. Only as 
a new sales approach is developed, 
featuring this idea, can manufactur- 
ers selling to industry hope to in- 
crease sales today, he declared. 


Munsey Makes Merger 


Frank A. Munsey Co., New York 
magazine publishers, have merged 
with the Charles Schweinler Press. 
Additional publications are being 
planned, the combined plants having 
a capacity of 200,000,000 magazines a 
year. 


Choose Lake-Spiro-Cohn 


Sturdivant Packing Co., Browns- 
ville, Tenn., packers of Old Virginia 
Brunswick Stew, has appointed Lake- 
Spiro-Cohn, Inc., Memphis. 


STUDY COUNCIL 
MAY EXCHANGE 
PROSPECT LISTS 


Chicago, May 5.—A _ revolutionary 
idea in specialty selling, based on 
the exchange of progpect lists be- 
tween direct competitors was sug- 
gested to the National Home Study 
Council here this week. 


The advertising departmental was 
addressed by H. K. Dugdale, vice- 
president, Van Sant, Dugdale & Cor- 
ner, Baltimore; Charles’ Michel, 
president, National Salesmen’s Train- 
ing Association, Chicago, and Paul 
H. Barrett, advertising director, In- 
ternational Correspondence Schools, 
Scranton, Pa. 


The exchange of prospect lists was 
suggested by R. L. Scheid, secretary, 
Radio Training Association of Amer- 
ica, the departmental chairman, who 
said he had tested the idea with a 
school offering a similar course in 
radio instruction, the method being 
to discontinue selling effort and 
make the exchange immediately after 
the prospect had been given a fol- 
low-up by the school receiving the 
inquiry. 

Sales closed from the exchanged 
lists were several times greater than 
the average where the names were 
retained for seasonal reworking, the 
percentage running about 20 per 
cent, the same as from original in- 
quiries, 


The exchange also revealed the 
number of shoppers who request in- 
fermation from two or more schools 
simultaneously, the figure being less 
than 40 per cent. It was assumed 
the proportion would be higher 
where courses sold wholly or partly 
to women were concerned. 


Move Against Brokers 


As one means of dealing with com- 
petition from brokers in used cor- 
respondence courses, members were 
asked to protest to publications 
earrying brokers’ copy. Intense feel- 
ing was exhibited with regard to 
solicitation by used course dealers of 
the many testimonials mentioned by 
correspondence schools. 


Mr. Michel said he formerly be- 
lieved the biggest market was made 
up of office and factory workers who 
wanted to become salesmen, and had 
used copy featuring the glamorous 
life of the salesman and his high 
salary. 


Chance use of a follow-up booklet 
on mistakes commonly made in sell- 
ing indicated the best prospects are 
salesmen desirous of becoming more 
competent. The mistake appeal has 
since been used exclusively, proving 
equally effective with salesmen and 
those who aspire to that occupation. 

Mr. Barrett said constant study 
and experiment are the keys to mail 
order advertising. He advised the 
judicious use of dramatic appeals, 
commenting that the advertisement 
entitled, “Do You Want to Get Mar- 
ried?” would not move the man just 
presented with twins. 


Recent experiments indicate the 
“easy” appeal is worn out, and sur- 
prising differences have been noted 
in pulling power of identical adver- 
tisements occupying different posi- 
tions in the same issue of the same 
magazine. 


Barrett Rates Elements 


Mr. Barrett rated the importance 
of correspondence school advertising 
components in the order of coupon, 
headline, position, illustration and 
size. 


The clinic developed that no mem- 
ber had been able to make radio ad- 
vertising pay. Hearsay had it that 
the one successful campaign in this 
class was used by a radio instruction 
school, the program being a radio 
repair clinic. 


Satisfaction was expressed over 
results traced to the council’s Blue 
Book, a descriptive catalog of ap- 
proved correspondence schools, dis- 
tributed to resident schools and col- 
leges, libraries, hospitals, Y. M. 
C. A.’s and other institutions. 


‘Post’ Artist 
Illustrating 


Shell’s Copy 


St. Louis, Mo., May 6.—Herbert 
Johnson, whose cartoons have been 
a feature of The Saturday Evening 
Post since 1912, is illustrating a 
newspaper campaign for Shell gaso- 
line. 

The first copy was released May 2 
in major markets in Ohio through 
the J. Walter Thompson Company. 
The schedule will be gradually ex- 
panded during the spring and sum- 
mer. 

Though Mr. Johnson flirted with 
one national advertiser several years 
ago, only one of his cartoons ap- 
peared, and this may be said to be 
his first adventure in the advertising 
field. 

Before joining The Saturday Eve- 
ning Post 20 years ago, he served a 
number of newspapers, including the 


Denver Republican, Kansas’ City 
Journal and Philadelphia North 
American, 


Mr. Johnson’s work is so distinct- 
ive that it is almost superfluous for 
him to sign his spirited drawings, 
even those who have followed him 
casually being able to identify them 
at a glance. 


Otis, of “Cape Cod 
Item,” Dies at 83 


George Otis, 83, who founded the 
Cape Cod Item at Provincetown, 
Mass., a newspaper famous for politi- 
cal comment, died at Yarmouth Port, 
Mass., May 2. 

For many years he was with The 
Wall Street Journal. 


Executives Join Maxon 


E. W. Macavoy and M. Robert Her- 
man, formerly vice-presidents of Ly- 
man Irish & Co., New York, have 
joined the New York office of Maxon, 
Ine. 


LITHOGRAPHERS 


Specializing 
in WindOWand 


store display 


adverfising 


EINSON 
FREEMAN 
CO., INC. 


NEW YORK, N. Y. 
Starr & Borden Aves. 
Long Island City 


BOSTON, MASS. 


302 Park Square Bldg. 
CHICAGO, ILL. 


Wrigley Building 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;+ 310 East 45th St. 
CHICAGO. 210 So. Desplaine St. 


and 34 other cities 
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Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 


CONTRACT BRIDGE interests the 
housewife intimately. I can link 
this interest with your product— 
whatever it is—make it a self-sup- 
porting sales stimulant. Includes 
full time services. 12 years’ adver- 
tising experience. Box 140, Adver- 
tising Age, Chicago. 


Joins “Physical Culture” 


Walter R. Holmes, formerly with 
Screenland, has become New Eng- 
land representative of Physical Cul- 
ture Magazine, succeeding Roger E. 
Vernon, transferred to New York. 


Appoint Potter 


Robert E. Potter has become adver- 
tising manager of the Chicago Jour- 
nal of Commerce, succeeding Freder- 
ick West, appointed circulation man- 
ager. 


Advertising Women 


Elect Directors 
The League of Advertising Women 
of New York has chosen the follow- 
ing directors for three-year terms: 
Anne Hilpert, Pedlar & Ryan; 
Hazel Jenney, Batten, Barton, Dur- 
stine and Osborn; Rita Otway, New 


Workers Pledge 
One Sale Each 


Pittsburgh, Pa. May 6.— 
Every employe of Westing- 
house Electric & Mfg. Co. has 
pledged himself to sell one of 
the company’s appliances in 
May. They will give no dis- 
counts and get no commis- 
sions. 

The workers themselves sug- 
gested the plan, which applies 
to everyone, from president 
down, 


York Edison Co., and Laura Rosen- 
stein, Altol Press. 

They succeed Emily E. Connor, 
Sinclair Dakin, Marcia Meyers and 
Helen M. Rockey. 


Radio Station 
Successful in 
Merchandising 


Cincinnati, O., May 6.—Successful 
operation of the first merchandising 
service established for clients of a 
radio station is reported by J. L. 
Clark, general manager of WLW, 
operated by the Crosley Radio Corp. 

The service is provided through J. 
Ralph Corbett, Inc., with headquar- 
ters in the Carew Towers and field 
men in Cincinnati, Indianapolis, Co- 
lumbus and Wheeling. These men 
work within a radius of 75 miles of 


each city, within what is regarded 


as the primary zone of Station WLW. 

The service, which is available 
both to chain broadcasters using the 
station and to those whose programs 
originate here, includes contacting 
jobbers and dealers and merchandis- 
ing the radio programs to them. 

Dealers are encouraged to identify 
themselves with the broadcasts. The 
service varies with needs of clients, 
and sometimes includes showing 
dealers the tie-up between broadcast- 
ing and newspaper and magazine ad- 
vertising. 

J. Ralph Corbett has been a mer- 
chandising counselor for 14 years. 
Charles B. Meade is associated with 
him as sales promotion manager. 


Paris & Peart Move 
Paris & Peart, New York, have 
moved to 370 Lexington Avenue. 


Sales Manager, aged forty, of mid- 
dle west manufacturing company 
with national distribution, is return- 
ing to San Francisco. Will represent 
manufacturer who wants Pacific 
Coast distribution. Commission and 
small drawing account or salary and 
bonus. Interested in nationally rec- 
ognized merchandise in lines except 
food, clothing or auto accessories. 
Address Box 138, ADVERTISING AGE., 
Chicago. 


2nd Newspaper 


Contest Open 
Until May 10 


Chicago, May 6.—The Chicago 
Advertising Council has issued a 
folder giving details of its Second 
Annual Newspaper Advertising Con- 
test. Entries will be received by the 
Council at 1 N. La Salle Street until 
May 10, 1932. 

The contest is confined to adver- 
tising prepared in Chicago between 
April 30, 1931, and April 30, 1932, 
though it may have appeared in any 
newspaper in the country. 

There will be 10 awards in the 
first division and 25 in the second 
The collection will be displayed at 
Medinah Athletic Club beginning 
May 26. The weekly luncheon of 
the Council will be held there on 
that date and awards will be an- 
nounced. 

Ralph E. Heilman, dean, North- 
western University School of Com- 
merce, is chairman of the jury. 
Members are Frederick J. Ashley, 
Chicago Association of Commerce; 
Oswald Cooper, Bertsch & Cooper; 
Katharine Fisher, Good Housekeep- 
ing Institute; O. C. Harn, Audit Bu- 
reau of Circulations; and James R. 
Ozanne, Continental Marketing Corp. 


Advertising Interests 
, Plan Joint Campaign 


Philadelphia printers, engravers, 
artists, agency men and others inter- 
ested in advertising will stage a local 
campaign to stimulate business. 

Julius Weyl, Ed. B. Stern Co., led 
in organization, and William A. 
Hentz, D. L. Ward Co., is chairman 
of the advertising committee. 


Redding Papers Merge; 
Appoint Fenger-Hall 


The Evening Courier Free Press, 
Shasta Weekly Courier and Morning 
Searchlight, Redding, Calif., have 
merged, with Walter H. Fink as pub- 
lisher. Herbert G. Moody, former 
publisher of the Morning Search- 
light, will remain as associate editor. 

The two dailies will be represented 
nationally by Fenger-Hall Co. 


Joins Hamilton-DeLisser 

John H. Powers, formerly of the 
W. W. Chew Organization, will join 
Hamilton-DeLisser, Inc., New York, 
May 16. 


Plans Outdoor Campaign 


The Chas. W. Wrigley Co., Chi- 
cago, will release a new outdoor cam- 
paign for the Wm. Wrigley, Jr., Co., 
June 1, 


Rambeau Adds to List 


WBT, Charlotte, N. C., has ap- 
pointed William G. Rambeau, Chi- 


THE TOWN GREW UP AROUND HIM— 


BUT HE NEVER NOTICED 


| 


| 


cago, representative. 


HERE IS AN EYE-OPENER—|N 1925 McCALL’S MAGAZINE 
HAD 9.5% OF THE ADVERTISING IN SIX WOMEN’S MAGA- 
ZINES. IN THE FIRST THREE MONTHS OF 1932 IT HAS 17.9%, 


HAVE YOU SEEN McCALL’S MAGAZINE LATELY? 
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12 ADVERTISING AGE 


May 7, 1932 


PHOTOGRAPHIC REVIEW 


HOW A MAGAZINE ADVERTISING MANAGER FINDS RECREATION 


Nelson R. Perry, of Liberty, takes some hurdles at the Bronxville Riding Club, Westchester County, N. Y., in anticipa- 
tion of the third annual horse show May 21. 


FRIGIDAIRE VISUALIZES SALES FEATURE IDEAL SALES GIRL 


Every Frigidaire dealer is investing in $9.96 worth of food, represent- Ruth Goodman, winner of a con- 
ing the demas monthly saving by the use of electric refrigeration. test conducted by Gimbel Bros., 
New York. She will journey to 
Surope as Gimbel's “Ambassadress 


PHOTOGRAPH REFLECTS SPIRIT OF TIMES of Fashion." 


SPECIAL MODEL 


CURRENT 3 4 


* 


Difference between lighting of bedrooms 
and dealers’ windows caused the Ham- 
mond Clock to develop this special dis- 
play model to show the illuminated dial 
of its new Firefly alarm clock as it ap- 
pears in use under average conditions. 


Paul Outerbridge, Jr., won a gold medal in the New York Art Exhibit for this A 10-watt lamp is used in the demon- 
photo for McCann-Erickson, Inc. stration clock. 


OF THE WEEK 


MUNSINGWEAR RECRUITS BEAUTY WINNER 


Bernice Decker, Miss Chicago 1930, posed for the theme illustration 

for Ponies, new line of the Munsingwear Corp., Chicago. The trade 

name connotes stage and track, deemed of paramount interest to 

young women. Bertram Dorien Basabé made the photograph for 
Aubrey & Moore. 


WINDOW DISPLAYS ARE SELLING COAL TOO 
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America’s Finest Inthracite 
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One of the displays provided by the Delaware, Lackawanna & West- 
ern Coal Co., New York, which prompted dealers to rent window 
space in vacant stores in business districts. 
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